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TECHNOLOGICAL & MARKETING TRENDS

Abstract: The article discusses technological as well marketing trends that allow to predict the
development in the world. The aim of the work is to analyze progress in IT, how important are Social Media,
to analyze the impact of GENERATION Z for employment. The logical chain of global trends that are
popular in the world, the leadership positions of millenials is investigated. The conclusion is made about the
importance of post-millenials - The younger generation will soon become your main target audience. The
use of trends and targeting should start now.
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A trend is a general direction into which something is changing, developing, or veering to-
ward. The verb ‘to trend” means to develop or change in a general direction

1. Facial coding - a technology for recognizing user emotions when viewing content.

It will help make the content more personalized. A study is conducted in which, when watch-
ing a video, peaks of the viewer's attention are read out and a positive or negative reaction is ana-
lyzed.

The data is used in targeting to understand which audience the content is visiting.

2. Lifecycle marketing

An approach in which a digital marketing strategy is built in terms of customer-company in-
teraction. As most companies represent the client’s way now: advertising - click on the site - pur-
chase. Lifecycle marketing studies the client’s path in more detail with all doubts and their reasons,
stop factors and motives to return to the site.

What is the main difference from the usual interaction strategy?

The main difference is that Lifecycle marketing in Central Asia does not see an abstract socio-
demographic group, but each real person individually with his own interests and client experience.
Based on this, communication is built. All messages that a person receives are interconnected and
logically complement each other, correspond to the stage of interaction with the company.

A customer who has already made a purchase will not receive a message with a welcoming
acquaintance or an offer that he has already studied.

3. Gamification and Interactive

Brands are already creating their games, tests and interactive creativity, useful (educational)
advertising content, and hold festivals. In 2019 Instagram blew up AR masks. Brands actively used
this.

AR-fitting rooms. This has already been created by Lamoda together with Wannabe (startup from
Google & Yandex developers). In Wanna Kicks (the so-called application), you can try on sneakers
before buying.
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Figure 1 - Wanna Kicks application

4. Chat bots and modern marketing trends

Chatbots have already joined the ranks of marketing trends last year. However, by 2022, the
estimated amount that chatbots can save companies will reach $ 8 billion a year.

Chatbots are ideal for customer service and answering simple questions, such as “When will I
receive my package”, “How can I get to you” and so on.

In addition to this, you can use bots to keep potential customers informed about promotions
and other events, help make purchases, and schedule meetings.

5. Video content
The modern person has an extremely low level of concentration: he would rather prefer watching a
video than reading a post. Already, brands record life hacks, ratings and other interesting infor-
mation - everything that can fit in a 2-3 minute video. It is worth considering one important point:
give the consumer what he wants, when he wants it and in the form in which he wants. Video con-
tent is incredibly successful. For example, adding a short video to an email newsletter increases the
conversion rate from email by 200-300 percent.

<« sl Schedule lITU

I dont know this command, use /help to get a
list of available commands.
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Available commands:
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Monday

Tuesday

Wednesday

Thursday

Friday

Figure 1 — IITU Schedule

6. Post-millennials (Generation Z) will be the main target of marketing impact
The younger generation will soon become your main target audience, so you need to start working
with it now, only then you can keep it near you for the longest possible time. In order for your com-
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pany and its products to remain in the trend for “post-millennials”, it’s worth starting right now to
conduct close regular targeting of this audience (Internet activity, interests, habits, buying behavior)
and determine the methods, ways, ways and channels of winning it customer interest. It won’t be
difficult for you, because this audience has been familiar with the Internet from the cradle for a long
time and has “stuck” tightly in social networks, and also can’t imagine its life without smartphones
and other “advanced” gadgets.
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BexoaeBa A.E., Ecenreaanl A.H.
Hayunslii pyxkosoaurean: Omapos I'.b.
TexHoJIOrHYecKHe U MAPKETHHIOBbIE TPEH/IbI

AHHOTanusi. B crarbe paccMaTpuBarOTCAd KaK TEXHOJIOTMYECKHE, TaK M MapKETUHIOBbIE
TPEH/IbI, MO3BOJISIIOIIME MPOTHO3UPOBATh pa3BuTHE B mupe. Llenpro nanHON paboOTHI SABISETCS
aHanu3 mnporpecca B oOmactu WT, HACKOIBKO BaXKHBI COIMANBHBIE CETH, aHAU3 BIUSHUSL
GENERATION Z na 3austocth. McciaenoBana jorumyeckas LENOYKa HOMYJISPHBIX MHMPOBBIX
TeHACHUUN, TUACPCKUX MO3ULIMI ThICSUENIeTHI. [[enaeTcs BbIBOI O BaXKHOCTU MOCT-THICSAYEIETHUS -
MOJIOJIO€ TIOKOJIEHHME CKOpPO CTAaHET Balledl OCHOBHOM LieneBoM ayautopuei. Mcmonb3oBaHue
TPEHJIOB M TAPreTHHTA JI0JHKHO HAaYaThCs ceivac.

KiroueBble ci10Ba: TEXHOJIOTHYECKHUE TPEHIbI, MAPKETUHTOBbIE TPEH/IbI, TOKOJICHHE Z, MIJI-
JICHUAJTBI, TH()OPMAIIMOHHBIC TEXHOJIOTHH, MAPKETHHT.

BexoaeBa A.E., Ecenreaanl A.H.
F'ernibivn skerexmi: Omapos I.b.
TexXHOMOTUSJIBIK H MAPKETHHT TPEHATEP
Tyiiinneme: Makanaga onmemzeri Jamyasl OoikayFa MYMKIHAIK OEpeTiH TEXHOJIOTHSIIBIK
KOHE MApKETHHITIK OarbITTap KapacThIPbUIAIbl. byl sKyMbICTBIH Makcatbl - IT camachiHmarsl
MPOTPECTi, QNEYMETTIK >KENIEepAiH KAHIIANBIKTHI MaHBI3[bl EKEHIITIH J>KOHE JKac YPHaKThIH
KYMBICTICH KaMTyFa JeTreH OCepiH Tamiaay. TaHbIMal oJeMIIK TPEHATEP/IiH, MBIHKBUIIBIKTAP IBIH
KOIOACHIBIIBIK YCTAaHBIMIAPBIHBIH JIOTUKANBIK Ti30eri 3epTrenii. MBIHXKBUIABIKTaH KEHIHT1
Ke3eHHIH OYBIHHBIH MaHBI3IBUIBIFBI TYypajibl KOPBITBIHIBI JKacaaabl, *KaKbIHIA Kac YpPIaK Ci3IiH
0acThl MaKcaTThl ayIUTOPUSHBI3 Oonaabl. TpeHATep MEH MaKCaTTaHABIPYAbl KOJFa any KasziplaeH
OacTanybl KEpekK.
Tyiiin ce3aep: TEXHOIOTUIIBIK TPEHATEP, MAPKETUHT TPEHATEP, Z YpHarbl, MUJUICHUAJIAP,
aKIapaTThIK TEXHOJIOTHIIAP, MAPKETHHT.
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